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Despite the growing popularity of DMA in western countries, little is known 
about Direct Response Advertising in both mainland China and Taiwan. Totally 1503 
magazine direct response advertisements were chosen from U.S. Business Week, 
CaiJing China and Business Weekly Taiwan in 2005 to compare the amount, the 
content and the response methods of DRAd, as well as the product categories. 
Business Week of U.S. has the largest proportion of DRAd(46.1%)，compare to 
CaiJing 32.2% and Business Weekly 32.5%. DRAd in Taiwan magazine were found 
to have the largest information content cues, 38.3% of them have more than 5, and 
most of them focus on Availability, Price value, Special offer and Guarantees, while 
the direct response ads in mainland China focus on the information of Quality, and 
DRAd in U.S. magazine were likely to exhibit Performance, Independent Research 
and Company Research. Further, on 8 response mechanism, 93.2% U.S. Business 
Week DRAd used toll-free number and websites to active customer response, 
advertisers in mainland China were found to be more likely use local number and 
email, while address and coupons were usually used in Taiwan. Finally, computer 
service companies and financial service were found to be a large proportion of DRAd 
advertisers in financial magazines of U.S., mainland China and Taiwan. 
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播方式：① 直邮营销；② 电话营销及图文传真营销；③ 自动音控声讯台及呼
叫中心营销；④ 手机短信及小灵通短信营销；⑤ 报纸、期刊等印刷媒体营销；
⑥ 广播营销；⑦ 电视营销；⑧ 互联网营销；⑨ 其它媒体营销，如电子显示












































营销协会 DMA（Direct Marketing Association）将直复营销定义为：直复营销是
一种互动性的营销系统，运用一种或多种广告媒介在任意地点产生可衡量的反




















































































关于广告信息内容的分析方法，首次见于 Marquez（1977）分析的 600 则
杂志和报纸广告，同年 Stern（1977）改进了该方法，将广告信息内容分成价
格、质量、用途、构成成分、时间地点、特殊提供、风味、营养、包装、担
保、安全、独立研究、公司研究和新概念等 14 条信息元素。此后 14 条广告信
息内容的分析方法被运用到很多研究中，包括：Laczniak（1979）、Pollay 等





（1998）的研究。Lincoln 以美国 132 本杂志 8470 则样本对象进行广告信息内
容测定，结果发现直接回应广告与产品图像广告和企业广告有显著的差别，表
现在广告信息的内容和数量上，前者包含的信息数量明显多于后者，通常具有


































































1991 年寄出 95521 份直邮广告，在报纸上做了从 1991 年 8 月 28 日到 10 月 9 日
为期一个多月的广告，结果发现直邮广告以每目标受众 206.21 美元的投入取得














































12 篇，台湾博硕士论文资讯网的文献 35 篇。综观以上文献，台湾对直复营销
的研究集中在以下四个方面：① 寿险金融业的直复营销（15 篇）；② 直复营
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